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Introduction
The global luxury goods market was valued at US$302 billion in 2012 (all monetary figures in this paper are in USD), more than five times the value of the industry in 1997 (Nueno and Quelch, 1998; Roberts, 2012) . Scholars have long explored the luxury goods market and its consumers (e.g., Berthon et al., 2009; Chadha and Husband, 2006; Gardyn, 2002; Jolson et al., 1981; Nueno and Quelch, 1998) , and scholarly interest in this market increased further after its success in the face of the ongoing global recession (Sullivan, 2009; Wood, 2009) .
Scholars suggest that the appeal of luxury goods may lie in their ability to signify luxury value to users and others (Chadha and Husband, 2006; Gardyn, 2002; Jolson et al., 1981; Nueno and Quelch, 1998) . This ability is mainly due to the perceived premium quality of luxury goods, recognizable style, reputation, and limited accessibility (Berthon et al., 2009; Hung et al., 2011) . Although progress has been made, Berthon et al. (2009) note that the consumption behavior of luxury goods remains poorly understood and under-investigated. Few studies have examined the consumption of luxury services by studying the effect of intangible stimuli (e.g., service quality and atmospherics) on organisms (e.g., diners' emotions) and consumers' subsequent responses (e.g., loyalty), although luxury products have become more accessible to middle class consumers since the mid-2000s (Lee and Hwang, 2011; Mintel, 2011; Silverstein and Fiske, 2003) . Previous studies have mainly examined the consumption of tangible luxury goods such as handbags, accessories, and automobiles (e.g., Han et al., 2010; Hung et al., 2011) .
Due to the gaps in the literature, relatively little is known about luxury service consumption and the factors that contribute to customers' loyalty toward luxury restaurants. To augment the literature, this study examines the factors affecting Taiwanese diners' loyalty toward luxury restaurants. This luxury consumption context 3 is important for three reasons. First, the restaurant industry has grown significantly since the 1980s. From the 1980s to 2011, global restaurant industry sales increased more than ten-fold, from $42.8 billion to $536.7 billion. Second, according to Wu and Liang (2009) and Lee and Hwang (2011) , fine dining is a luxury leisure activity worthy of further investigation because it is increasingly valued by middle class consumers and their families. Third, existing theories on luxury goods consumption may need to be adjusted when applied to service-based products due to these products' perishable and intangible natures.
The objectives of this study are as follows. First, the study conceptualizes customer loyalty toward luxury restaurants using a modified Mehrabian-Russell model (M-R model) . Previous research on the consumption of luxury goods has focused on physical goods rather than intangible services. This study investigates how luxury restaurants' dining environments (i.e., food quality, service quality, atmospherics, and interaction with other diners) affect customers' positive and negative emotions. Second, this study examines how diners' emotions are affected by other diners. To this end, an "other customers" variable will be incorporated into the modified M-R model. The inclusion of this variable contributes to the hospitality literature because, although scholars have suggested that it may be an influential factor, few studies have examined it empirically. Third, the study tests the moderating effect of diner expectation within the context of luxury restaurant consumption.
Previous studies have examined the moderating effect of expectation, but they have not focused on service products. Due to the characteristics of services (e.g., intangible), the effects of expectation on luxury service products may require further examination. This study specifically examines the ways in which diner expectation can affect the relationship between stimuli and organisms (i.e., customers' emotions).
Finally, the implications of this study for tourism and hospitality practitioners are 4 discussed.
Literature Review

Luxury restaurants-Definition and previous studies
Based on developments in the restaurant industry and the definitions of luxury goods by Berthon et al. (2009) , Han et al. (2010) , Hwang (2011), and Nueno and Quelch (1998) , in this study, a luxury restaurant is defined as a full-service restaurant whose environment (e.g., décor, atmospherics, and services) and products (e.g., food and beverages) are carefully prepared and presented, unique, superior in quality, and conspicuous. Among different types of restaurants (e.g., full/limited-service and fine/family/casual dining environment), full-service and fine dining restaurants have received increased attention since 2000 (Lee and Hwang, 2011) .
Among the scholars who have studied diners' behavior, the work conducted by Jang and Namkung (2009) , Kwun and Oh (2006) , Lee and Hwang (2011) , Liu and Jang (2009) , Ryu et al. (2012) , and Wu and Liang (2009) is most relevant to the current research. Kwun and Oh's (2006) study investigates the impact of restaurants' performance factors on new and experienced customers. The authors' results demonstrate how perceived performance (i.e., service, food, beverages, facilities, and atmospherics) differently influences new and existing customers' intentions to revisit and recommend the restaurant to others. For new customers, food, facilities, and beverages are important factors that affect their intentions to revisit and recommend a restaurant. Existing customers, however, will revisit and recommend the restaurant if they are satisfied with its service performance. Kwun and Oh's (2006) research contributes to the literature because it identifies how restaurants' stimuli affect experienced and less-experienced diners' consumption behavior differently, and their paper's emphasis on existing leisure and hospitality-related theory could be further 5 highlighted. In addition, although two restaurants were included in Kwun and Oh's (2006) study, little information about the restaurants' characteristics (e.g., interior design and atmospherics) was disclosed. In other words, it is unknown whether Kwun and Oh's findings can be applied to luxury restaurants. Wu and Liang (2009) contribute to the luxury restaurant consumption research by focusing on service performance, stimuli, and diners' additional influences on perceived experiential value and satisfaction. The results show that restaurant staff, dining environment, and other diners can affect customers' perceived experiential value of luxury restaurants and their satisfaction with their dining experiences.
Additionally, Wu and Liang's (2009) research provides a clear perspective on the definition of luxury restaurants. In the authors' study, four-star and five-star hotels' full-service restaurants are considered luxury restaurants because they are subject to stringent inspection, high customer expectations, and competition from nearby restaurants. Although Wu and Liang's (2009) research is significant, it can be further developed. Their study examines diners' levels of satisfaction but does not consider their loyalty toward luxury restaurants. Lee and Hwang (2011) examine how diners' demographic backgrounds and motivations influence their attitudes toward luxury restaurant consumption. Their research is significant in several ways. They identify additional conditions that render a restaurant luxurious, suggesting that luxury restaurants possess the following characteristics: full service, a high-quality environment, and entrées that cost $20 or more. In addition, they confirm that diners' luxury values significantly influence their luxury restaurant consumption attitudes.
The current understanding of luxury restaurants can be furthered beyond Lee and Hwang's (2011) contributions. Their study examines consumption attitudes rather than actual behavior. Moreover, unlike previous luxury goods research that provided 6 examples of brands and goods for survey respondents to evaluate (e.g., Berthon et al., 2009; Han et al., 2010; Hung et al., 2011) , no examples of luxury restaurants were provided to Lee and Hwang's (2011) survey respondents. Finally, Lee and Hwang's (2011) study did not consider the restaurant environment when examining diners'
attitudes. Previous studies have demonstrated that a restaurant's environment and food can influence consumers' experiences. Ryu et al. (2012) examine customers' intentions to dine at upscale Chinese restaurants. Their study is important in number of ways. They consider and confirm that restaurants' food quality, service quality, and physical environment influences diners' perceptions of a restaurant, its value, their satisfaction with it, and future behavioral intentions. The approach and framework of Ryu et al. (2012) contributes to the hospitality literature. Nonetheless, the understanding of luxury restaurants can be furthered in three ways. First, in examining the antecedents of diners' restaurant consumption behavior, several scholars (e.g., Han et al., 2009; Jang and Namkung, 2009; have highlighted the importance of diners' emotions. This is because the impact of stimuli on diners is often intense and immediate. Additionally, diners' emotions will often determine their future behavioral intentions, such as whether to revisit the restaurant (Jang and Namkung, 2009 (Devlin et al., 2002; Wong and Dioko, 2013) ; however, Ryu et al.'s (2012) framework does not consider the potential moderating effect of these variables on diners' restaurant consumption behavior. Liu and Jang (2009) examine the relationships among dining atmospherics,   7 emotional responses, perceived value, and behavioral intention in the context of Chinese restaurants. They find that atmospherics influence diners' positive and negative emotions, which in turn affect consumers' behavioral intentions. Their study is one of the first hospitality studies to include both positive and negative emotions in a modified M-R framework. Moreover, it is one of the few studies to confirm that both positive and negative emotions affect individuals' behavioral intentions. Their study contributes to the research on restaurant consumption behavior, but many research opportunities remain. First, the authors include three mid-scale level restaurants located in a Midwestern U.S. city. The average cost of a meal at these establishments is $12. Lee and Hwang (2011) suggest that to be classified as a luxury restaurant, a dining establishment must serve entrees priced at $20 or more. It is therefore unclear whether the authors' model can be applied to luxury restaurants. Second, the authors focus exclusively on stimuli in the restaurant's dining environment (e.g., service, design, ambience, and layout) without considering its main product: food. Third, Liu and Jang (2009) examine three Chinese restaurants. It may be possible to broaden the generalizability of these findings, however, by examining additional restaurants and restaurants with ethnically diverse concepts.
Finally, Jang and Namkung's (2009) study has the most direct implications for the present study's framework. Using a modified M-R model to examine the impact of restaurant-specific stimuli (i.e., product quality, atmospherics, and service quality) on upper-middle class and middle class diners' emotions, their results show that service quality and atmospherics positively affect diners' positive emotions, whereas product quality is negatively correlated with diners' negative emotions. Moreover, their results show that only positive emotions can affect diners' subsequent behavioral intention.
Additionally, Jang and Namkung (2009) extend the M-R model by testing the direct effect of stimuli on diners' responses. They find that service quality and atmospherics 8 can directly influence behavioral intentions but that product quality does not exert such an effect.
Although the M-R model is often used to examine service-related consumption, Jang and Namkung's findings and framework cannot be applied to luxury restaurant consumption scenarios without qualification. In addition to fulfilling basic needs, diners often go to luxury restaurants for reasons that differ from those behind visiting casual or family restaurants (Lee and Huang, 2011; Wu and Liang, 2009 ). Moreover, Jang and Namkung do not consider any variables that may moderate customers' decision making processes, such as customers' expectations. Based on this review of the current literature on luxury restaurant consumption, several research opportunities emerge. Mehrabian and Russell's (1974) study on the influence of stimuli and the model they propose significantly affected the study of environmental psychology. According to these authors, stimuli (S) can affect organisms (O). Organisms, in turn, influence an individual's response (R). Scholars studying hospitality services and retail environments often consider stimuli that are relevant to these settings, focus on emotions when examining organisms, and consider consumption behaviors when investigating responses (Kaltcheva and Weitz, 2006; Koo and Ju, 2009; Lee et al., 2011; Tai and Fung, 1997) . The M-R model and its modifications have been applied in retail, service, leisure, and tourism contexts. The contexts that have been examined include shopping (Ong and Khong, 2011; Tai and Fung, 1997) , retail marketing (Kalcheva and Weitz, 2006) , online shopping (Koo and Ju, 2010) , tourist shopping behavior (Yuksel, 2007) , and restaurant management (Jang and Namkung, 2009 ).
Research framework and hypotheses
These studies' findings generally support the notion that stimuli affect consumers' emotions, which in turn influence their responses (e.g., revisiting and/or 9 recommending the restaurant).
After examining these studies and their contexts, this paper adopts the models of Jang and Namkung (2009) and Wu and Liang (2009) The previous literature on consumer behavior suggests that customers' emotions affect their future behavioral intentions. Jeon and Hyun (2012) suggest that behavioral intentions can be considered a form of customer loyalty. Therefore, the current study examines diners' loyalty toward restaurants. Apart from the variables mentioned above, customers' expectations are included in the present framework as a new variable that may moderate the consumption behavior of luxury restaurant diners (Devlin et al., 2002; Wong and Dioko, 2013) . The following section provides the details and definitions of each variable, followed by this study's proposed hypotheses First, a restaurant's environment influences diners' emotions. In relevant studies, emotion is an important component when examining organisms that are exposed to stimuli (e.g., Jang and Namkung, 2009; Kwun and Oh, 2006; Wu and Liang, 2009 ). Consumption emotion can be described as the affective responses generated 10 specifically during product usage or consumption experiences (Han et al., 2009; . In earlier research using the M-R model, only positive emotions (i.e., pleasure, arousal, and dominance) were examined. However, Jang and Namkung (2009), Liu and Namkung (2009), and Westbrook (1987) suggest that it is necessary to consider negative emotions (e.g., anger, disgust, distress) when researching diners' restaurant consumption behavior. According to these authors, it is possible that customers experience both positive and negative emotions (e.g., happy and unhappy) simultaneously. Koo and Ju (2010) emotions. In addition, Wu and Liang (2009) note that the presentation of food and beverages is an important aspect of food quality in luxury restaurants, which may influence diners' emotions. Based on the findings in the literature (e.g., Kwun and Oh, 2006; Wu and Liang, 2009) Second, in the context of fine dining, restaurant service personnel interact with diners throughout their visit (Jang and Namkung, 2009; Kwun and Oh, 2006; Wu and Liang, 2009 ). Service quality includes customers' overall perceptions of the relative inferiority or superiority of a service provider (Parasuraman et al., 1988) . In the restaurant context, the staff's knowledge of the restaurant and its menu, their level of 11 helpfulness, and their reliability are often considered. The literature has confirmed that the staff's service quality affects diners' emotions (e.g., Jang and Namkung, 2009; Kwun and Oh, 2006) . Thus, this study proposes that customers' perceptions of service quality positively affect their positive emotions and negatively affect their negative emotions.
H2a: Diners' perceptions of a luxury restaurant's service quality have a positive effect on positive emotions.
H2b: Diners' perceptions of a luxury restaurant's service quality have a negative effect on negative emotions.
Third, based on studies of retail shops, convention centers, and shopping malls, Breiter and Milman (2006) , Kaltcheva and Weitz (2006) , Koo and Ju (2010) , Ong et al. (2012) , and Tai and Fung (1997) confirm that atmospherics have a profound impact on customers' experience and behavior. Kotler (1973) defines atmospherics as a conscious designing of space to create certain buyer effects. Key techniques include applying suitable color, lighting, music, and décor to a service environment (Koo and Ju, 2010; Ong et al., 2012; Tai and Fung, 1997) . In the restaurant context, Liu and
Jang ( Fourth, in retail settings and luxury goods consumption scenarios, the direct and indirect influences of other consumers have been documented (Baker and Cameron, 1996; Brocato et al., 2012; Berthon et al., 2009 According to Oliver (1999) , loyalty can be defined as a deeply held commitment to repurchase or repatronize a preferred product or service consistently in the future.
In the context of this study, loyalty refers to diners' intentions to repeatedly revisit the same restaurant. In studying restaurant customers and casino patrons, Jang and
Namkung (2009) In addition to the variables mentioned above, this study incorporates customers' expectations into its proposed framework. According to Devlin et al. (2002), 13 expectations are what customers feel they should be offered. Customers' expectations are a key variable affecting the consumption process of service goods, such as casino visits, restaurant patronage, and travel agency visits (e.g., Ryan and Cliff, 1997; Wong and Dioko, 2013; Yi and La, 2004) . Studies by Ryan and Cliff (1997) , Wong and Dioko (2013) , and Yi and La (2004) discuss the implications of expectations and their impact on service goods consumption behavior. Although expectations have not been considered by previous scholars researching luxury restaurants, Wong and Dioko's (2013) findings show that customers' expectations (i.e., high or low) can moderate perceived performance and customers' levels of satisfaction. Kincaid et al. (2010) highlight the importance of diners' expectations in the hospitality industry. According to Kincaid et al. (2010) , restaurants must address customers' expectations effectively to improve a restaurant's competitive advantage and influence diners' intentions to revisit. Harrington et al. (2011) find that expectations are one of the most important factors affecting the frequency of diners' visits. Moreover, the authors propose that expectations can moderate diners' visiting frequency. Understanding diner expectations can therefore allow practitioners to improve their performance (e.g., sales and customer retention). Previous scholars suggest that a restaurant's stimuli are created by the restaurant. Conversely, expectations precede customers' consumption experiences.
In luxury restaurant consumption scenarios, some customers will have higher expectations (e.g., those who rarely visit luxury restaurants), whereas others will have lower expectations because they visit luxury restaurants frequently. Based on the literature on customer expectations and luxury goods consumption, this study hypothesizes that diners' emotions will be more significantly influenced by a restaurant's stimuli when the diners have higher expectations. Furthermore, the emotions of diners with higher expectations will influence their responses (i.e., loyalty) 14 more significantly than will the emotions of diners with lower expectations: H6: Diners' expectation levels (i.e., high or low) moderate the path from stimuli to emotions, then to responses. Specifically, relationships among stimuli, organisms (emotions), and responses are stronger for the high-expectation group than for the low-expectation group.
Methodology
Qualitative pretests
Prior to the main study, qualitative research was conducted for exploratory purposes in the form of focus groups. The purpose of this exploratory research was to improve the quality of the quantitative research, formulate a more concrete definition of "luxury restaurant," and develop an instrument that reflected diners' actual experiences. Four focus groups, each with six participants, were formed. A purposive sampling method was used to recruit participants (Shankar et al., 2001 ). All of the participants had dined at Taiwan's five-star hotels' full-service, luxury restaurants at least once a month. According to Wu and Liang (2008) , these restaurants are suitable because they are subject to stringent inspection, customers' high expectations, and competition from nearby luxury hotels and restaurants.
During the first part of each focus group discussion session, participants shared their luxury restaurant dining experiences with one another and focused on how environmental stimuli affected their emotions. A set of semi-structured questions was prepared based on the findings of the existing literature (Peng and Chen, 2012) (Appendix 1). These questions were used to initiate the discussion and when participants needed some direction (Hackley, 2003) . Each focus group worked for approximately 60 to 90 minutes. The sessions were audio recorded in Mandarin and subsequently transcribed. The transcripts were analyzed using an interpretive approach.
By examining the participants' feedback, this study's definition of luxury 15 restaurants and its framework can be used to describe the participants' experiences.
Based on the respondents' feedback, the operational definition of luxury restaurants in Taiwan consists of the following criteria: 1) full-service restaurants serving main courses at an average price above $30; 2) a set meal's average price is above $67 (excluding service charge and tips), and 3) restaurants are located within five-star international hotel chains (e.g., Hilton and Hyatt Regency). Additionally, the focus group participants suggested that only customers who dined mainly for leisure purposes should be included in the main quantitative study. In addition to defining "luxury restaurant," this study's proposed framework described Taiwanese diners' experiences. In other words, restaurant stimuli and diner expectations were relevant to diners' emotions (i.e., organisms) and loyalty (i.e., responses). During the second half of each session, copies of the main study's survey were shown to focus group participants to improve the quality of the quantitative study. Participants commented on issues such as the clarity of the questions and the layout of the survey. They suggested that researchers eliminate redundant questions and add questions that had not been included. The above procedures were adopted after considering the research of Peng and Chen (2012) , Hung et al. (2011 ), Hung et al. (2014 , Jang and Namkung (2009), Hwang (2011), and Wu and Liang (2009) .
Sampling and data collection methods for the quantitative studies
Following the qualitative research, a pilot test was conducted to determine the reliability and content validity of this study's survey. The pilot test sample (n=111) of real diners who self-reported having an interest in dining at luxury restaurants was collected in Taipei City and New Taipei City. A purposive sampling method was used to collect the data. The interviews took place near the hotels and restaurants during dining times to increase the chances of meeting participants who had dined at one of 16 the luxury restaurants. Trained interviewers randomly selected individuals leaving the restaurants after dining. Customers were asked to participate in the survey on a voluntary basis. Factor analyses were conducted to reduce items with loadings below 0.4 or items that cross-loaded on more than one factor (Huang and Hsu, 2009 ). The following two items were removed: "Restaurant's background music is pleasing" and "I feel refreshed (refreshed, cool)."
Once the survey was finalized, 440 participants were recruited through an onsite purposive sampling method. The survey was conducted across six consecutive weeks.
The interviews were conducted near the hotels during weekend dining times to increase the chances of meeting participants who had dined at one of the luxury restaurants. Using an interception technique, trained interviewers randomly selected individuals who had finished dining and were leaving the restaurants. Based on King et al.'s (2010) recommendation, the most appropriate time to evaluate emotions is during or immediately after exposure to a stimulus. Customers were asked to participate in the survey on a voluntary basis. The data used for this study were collected from 22 luxury restaurants in Taipei City, New Taipei City, Taichung City, and Kaohsiung City's five-star hotels. According to the Taiwan Tourism Bureau's (2012) "Hotel Class Appraisal System," 36 out of Taiwan's 63 five-star hotels are located in these four cities.
To qualify for the interview, potential participants had to 1) be above the age of 18 and 2) have dined at luxury restaurants for leisure purposes. Before the interview, the interviewers explained the purpose of the research and the definition of a luxury restaurant used in this study. Among the gathered surveys, 310 surveys were deemed effective, resulting in a valid return rate of 70.4%. The demographic breakdowns of the sample set can be found in Table 1. * Table 1 .about here.
Questionnaires used in the main study
Participants completed a 25-question survey that included four items for food quality (stimulus), three items for service quality (stimulus), three items for other customers (stimulus), three items for atmospherics (stimulus), three items for diners' positive emotions (organism), three items for diners' negative emotions (organism), three items for diner expectation, and three items for loyalty (response). The target research question under examination was: "How will customers' expectations and luxury restaurants' dining environment influence customers' emotions and loyalty?"
All of the variables in the model (Figure 1) were measured using multiple items and were found to be reliable with Cronbach's alphas ranging from 0.81 to 0.96. Unless otherwise indicated, a seven-point Likert-type scale was used when designing the items. The items for each variable are presented in Table 2 .
Data Analysis
Factor analysis IBM SPSS AMOS 20 was used to analyze the data. The whole sample (n=310) was randomly split into two halves, one as a calibration sample (n=142) and the other as a validation sample (n=168) (Huang and Hsu, 2010) . As a general procedure, EFA was first used to identify the underlying structure of a research's construct. Then, CFA was used to test whether the structure could form an acceptable measurement model for the construct, with modifications and adjustments when necessary.
An EFA was conducted on half this study's calibration sample (n=142) using the principal component method with varimax rotation to determine the dimensions of the scale (Anderson and Gerbing, 1988) . After using EFA, the factor structure of this research's model is deemed reliable using Bartlett's χ2 test, the KMO test and Cronbach's alpha (Lehto et al., 2004) . After EFA, four factors were extracted from items within stimuli, two factors from emotions, and one single factor from loyalty. The Cronbach's alpha of all constructs was above 0.70, indicating satisfactory reliability for the overall scale and all of the extracted factors (Table 2 ).
*Table 2 about here
Measurement model
CFA was carried out after the EFA (N=168). Based on the CFA results, this research analyzed convergent validity, discriminant validity, and composite reliability of all the multi-item scales, following the guidelines from previous literature (Fornell and Larcker, 1981) . The results can be found in Tables 3 and 4 . First, the composite reliability of the research constructs, indicating the internal consistency of multiple indicators for each construct, ranged from 0.82 to 0.96. This exceeds the recommended threshold outlined by Bagozzi and Yi (1988) . Second, convergent validity was assessed in terms of factor loadings and average variance extracted (AVE). According to Fornell and Larcker (1981) , AVE is the average variance shared between a construct and its measurement. As shown in Table 3 , the factor loadings of all items were higher than 0.60 and AVE values ranged from 0.57 to 0.80; hence, convergent validity was confirmed (Fornell and Larcker, 1981 ). Table 3 here Third, discriminant validity was assessed by comparing the AVE of each individual construct with shared variances between this individual construct and all the other constructs. Because the AVE value for each construct was greater than the squared correlation between constructs, discriminant validity was achieved (Table 4) .
*Please insert
After CFA was performed based on Bagozzi's (1983) and Kline's (2005) recommendations, this research's variables, composite reliability, convergent validity, and discriminant validity were acceptable; therefore, the items were suitable for using the average of each factor. (Table 5 ).
*Please insert Table 5 here
Mediating effect
Jang and Namkung's (2009) research found that emotions mediate the 20 relationship between service quality and loyalty and partially mediate the relationship between atmospherics and behavioral intention. They also found that emotions fully mediate the relationship between product quality and loyalty. Based on their research's findings, a Sobel test was performed to determine the mediating effects of organisms (i.e., diners' positive and negative emotions) on restaurants' stimuli (i.e., food quality, service quality, atmospherics, and other customers) and loyalty (Sobel, 1982) . Based on the results (i.e., Z>1.96), diners' positive emotions fully mediate the relationships between food quality and loyalty and atmospherics and loyalty. As for diners' negative emotions, they fully mediate the relationships between service quality and loyalty and other customers' influences and loyalty. In addition, negative emotions serve as a partial mediator for food quality and loyalty (Table 6 ).
*Please insert Table 6 here
Moderating effect
To test the hypothesized moderating effects of customers' expectations, an invariance analysis of different groups was applied (Jurowski and Gursoy, 2004) using the procedure recommended by Han et al. (2010) and Bell and Menguc (2002) .
Through the above procedures, the participants were divided into two groups (i.e., high and low expectations) based on their scores. In other words, participants (n=310) were put in order from highest to lowest according to their expectation level. Those who scored higher than the average were labeled as the high expectation group (N=153), and those who scored below the average were labeled the low expectation group (N=157).
Initially, the structural models for the high and low expectation groups were estimated without across-group constraints (i.e., unconstrained models; χ 2 =974.47); they were then measured with across-group constraints (i.e., constrained model; χ 2 =981.0), where the parameter estimates for high and low expectation groups were 21 constrained to be equal. Finally, a χ 2 test comparing the unconstrained and constrained models was used to detect moderating effects. The results show there are some differences between diners with high and low expectations in terms of luxury restaurant consumption behavior.
Specifically, this study's proposed model applies to consumers with high and low levels of expectation except in two areas. First, for diners with lower levels of expectation, service quality does not affect their negative emotions; however, it does influence diners with high levels of expectation. Second, for diners who have high expectations, atmospherics do not affect their positive emotions, but they do influence diners with lower levels of expectation. The next section will discuss some of the implications of this study and its contributions to the literature.
Discussion
This study examines the influence of luxury restaurants' stimuli and customers' negative emotions affect diners' loyalty toward restaurants differently. In the following sections, the findings of this study will be further elaborated.
Theoretical implications: The influence of emotions
The hospitality and service management literature has consistently supported the idea that positive emotions can positively affect loyalty; however, there are fewer discussions in the literature concerning the influence of negative emotions. 
Theoretical implications-the effects of stimuli
Because this study examines positive and negative emotions separately, the effects of stimuli can provide a more elaborate insight to the factors that affect organisms. Second, similar to the influence of other diners, this study finds that superior food quality does not contribute to diners' positive emotions. However, inferior food quality may cause diners to have negative emotions. As documented in previous hospitality management studies, fresh and healthy food is a standard requirement of 24 restaurants (e.g., Jang and Namkung, 2009; Ryu et al. 2012 ). Therefore, diners will not be pleased simply because the food is fresh. This claim can be extended to the field of luxury restaurants. When customers visit a luxury restaurant in a five-star hotel, well-presented, delicious, and fresh food is not sufficient to improve diners' positive emotions; however, food that is not fresh or not tasty will cause diners to feel angry and disgusted because it may cause illness. Additionally, luxury restaurants are more expensive than other types of restaurant. Thus, it is reasonable for diners to experience negative emotions if the food and beverages are poorly presented.
Third, service quality is the only stimulus that affects both positive and negative emotions. This finding reconfirms the prominence of service quality in the context of restaurants. In other words, service personnel's knowledge about the restaurant (e.g., the menu and wine list), their willingness to take extra steps to assist customers, and their reliability may affect diners' positive and negative emotions. This study's findings on service quality are aligned with the existing retail, service, and hospitality literature (e.g., Kwun and Oh, 2006; Lee and Hwang, 2011; Wu and Liang, 2009 ).
Fourth, this result supports the findings of the literature on the significance of managing a retail environment by improving its atmospherics, such as interior design and decoration (Breiter and Milman, 2006; Kaltcheva and Weitz, 2006; Koo and Ju, 2010; Ong et al., 2012; Tai and Fung, 1997) . Interestingly, the results of this study do not support the contention that inferior atmospherics contribute to diners' negative emotions. Based on the findings of the previous literature and the feedback obtained from focus group participants prior to the main quantitative study, five-star hotels' restaurants are subject to intense competition from nearby restaurants, and their atmospherics are often carefully crafted by respected designers. Therefore, it is less likely that the atmospherics of luxury restaurants will be inferior to the point where diners will feel angry and disgusted.
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Theoretical implications-The moderating effect of customers' expectations
The results of this study show that diners with high and low levels of expectation react to stimuli differently in two areas. First, for diners with low levels of expectation, luxury restaurants' service quality does not affect their negative emotions. However, service quality does affect the negative emotions of diners with high levels of expectation. Second, for diners with high levels of expectation, atmospherics do not affect their positive emotions, but they do affect the positive emotions of diners who expect less from luxury restaurants. This paper provides some potential explanations for these differences.
For diners who have lower levels of expectation, there are several possible explanations for the insignificant relationship between inferior service quality and negative emotions. One explanation is that diners with low levels of expectation have a higher tolerance for inferior service. Thus, good service contributes to their positive emotions, but inferior service does not significantly cause them to experience negative emotions. Second, because the staff at luxury restaurants is usually well trained (e.g., Wu and Liang, 2009; Lee and Hwang, 2011) , diners with lower levels of expectation may find luxury restaurants' service acceptable even when it is not as superior as it should be. The results of this study agree with those of previous studies that suggest that expectations moderate customers' buying behaviors (Harrington et al., 2012; Kincaid et al. 2010; Ryan and Cliff, 1997; Wong and Dioko, 2013; Yi and La, 2004) .
Nevertheless, this study is one of the first to examine the moderating effect of expectations on diners' luxury restaurant consumption behavior using a modified M-R model. The results of this study show the scope of expectation's ability to moderate the influence of restaurant stimuli on diners' emotions.
Managerial implications
In addition to theoretical contributions, this study provides several managerial implications. The findings of this study can help restaurant managers and owners increase customer loyalty by carefully assessing their restaurants' environments. In the context of luxury restaurants, service quality appears to be the most influential factor affecting diners' positive and negative emotions, followed by diners' loyalty toward the restaurant. The knowledge of the service staff (e.g., knowing which wine is suitable for which dish) is one factor that may influence diners' perceptions of service quality. Investing in training programs and hiring staff from other well-established restaurants (e.g., Michelin-starred restaurants) are two methods for improving a restaurant's service quality.
Because this study is one of the first to examine the influence of other diners, the findings of this study may have some importance to practitioners. Although other customers' attitudes and behaviors influence diners' negative emotions, it is difficult for restaurants to manage this factor. If possible, managers and staff should ensure that there is a sufficient amount of space between tables. The availability of private dining rooms affording diners their own space may ameliorate diners' negative 27 influence on one another. If space is limited, managers should consider arranging customers' seating based on the size of their party (e.g., large versus small parties) and the composition of the party (e.g., whether there are infants/young children).
Rearranging a restaurant's interior space and installing a booking system that helps staff seat customers according to their needs are two potentially useful methods for improving diners' experiences.
Managers must pay attention to a restaurant's atmospherics, such as hiring distinguished professionals to handle interior design, which may contribute to diners' positive emotions. The purpose is to create a feeling of excitement, joy, and peace.
Using custom furniture designed by reputable designers who specialize in luxurious environments will also contribute to a restaurant's atmospherics. The use of music and scent can likely further contribute to the creation of a desired atmospherics. This is an area in which restaurants can easily highlight their uniqueness and differentiate themselves from their competitors.
Furthermore, the findings suggest that restaurant managers should ensure that food quality meets a high standard. Based on this study's findings, superior food quality will not increase diners' positive emotions, but inferior food quality may cause negative emotions. Furthermore, food quality is the only factor that can directly affect diners' loyalty. This fact demonstrates the importance of food quality to luxury restaurants. Having dishes with high nutritious value and healthy ingredients can enhance diners' perception of food quality (Ryu et al., 2012 (Alleres, 1990) . It would be interesting to explore whether this study's model can explain diners' consumption behaviors at luxury restaurants that are even more exclusive. Second, this study examined restaurants serving various ethnic cuisines (e.g., Chinese, European, and Japanese). Unfortunately, the number of participants in each group was too small for independent analysis and comparison. Future research should explore whether this study's model is more applicable to restaurants of particular cultural origins than others. Third, this study does not consider specific dining scenarios, such as dining alone, with family or with large parties. Future studies can contribute to the leisure and hospitality literature by exploring different luxury restaurant consumption scenarios. Finally, future studies 
